Background and Purpose: Social customer relationship management (social CRM) is an emerging concept that integrates traditional CRM and social media in order to provide benefits for organizations and customers. Despite the benefits that social CRM can bring, many organizations are still at the early stage of adoption. To move beyond social marketing and to exploit opportunities offered by sales and customer service, organizations need to be aware of factors that drive social CRM adoption and different implications of social CRM adoption for performance outcomes. This paper aims to provide a review of scholarly literature on social CRM adoption with the focus on factors and performance outcomes. Design/Methodology/Approach: To provide a comprehensive view of social CRM adoption and its impact on performance outcomes, the publications of interest include scholarly journal papers from information systems and marketing disciplines and conference proceedings. Selected publications were reviewed, and findings classified into three categories: the extent of social CRM adoption, the factors influencing CRM adoption, and the impact of social CRM on performance outcomes. Results: It appears that several issues regarding social CRM adoption and its implications for performance outcomes as well as the actual use of social media in the context of CRM need additional empirical support. Conclusion: Our observations have confirmed that many researchers proposed social CRM models based on existing theories and concepts of traditional CRM. Nevertheless, some specifics of social media implications on CRM have been overlooked. The researchers therefore suggest further adjustment/extension of their models.
Introduction
As already observed in the review on customer relationship management (CRM) technology in multichannel environment, written by Awasthi and Sangle (2012) , in recent years new channels have emerged and one of the integral needs of CRM is the extension of services to multiple channels. The channels that are currently playing an important role in CRM are social media: customers and potential customers are conversing openly about brands, services or products through it, and the utilization of customer-preferred channels is becoming a must in order to acquire and retain such customers.
According to Lehmkuhl and Jung (2013) , there is no generally accepted definition of social CRM; therefore, people have a different understanding of what it is. The most accepted definition of social CRM was defined by Greenberg (2009, p. 34) as "a philosophy and a business strategy, supported by a technology platform, business rules, processes and social characteristics, designed to engage the customer in a collaborative conversation in order to provide mutually beneficial value in a trusted and transparent business environment". According to this definition, social CRM is a new approach that integrates traditional customer-facing activities with emergent social media applications to engage customers in collaborative conversations to provide mutually beneficial value (Trainor, 2012) . Organizations are now using traditional CRM and associated information systems to manage traditional customer transaction data as well as social media that enable them collaboration and knowledge sharing with prospects and customers.
However, according to Faase, Helms, and Spruit (2011) there are sparse directions on how to integrate social media in CRM. Based on the scholarly and practitioner literature review, it appears that social CRM is not a replacement, but rather an extension of traditional CRM (Askool and Nakata, 2011; . By linking social media with existing CRM processes, organizations may potentially improve their performance (Acker, Gröne, Akkad, Pötscher and Yazbek, 2011; Choudhury and Harrigan, 2014; Harrigan, 2011; Leary, 2008; Trainor, Andzulis, Rapp, and Agnihotri, 2014) .
Researchers recognize the main benefits of social CRM in building trust, gaining customer insights, establishing customer loyalty, achieving customer retention, involving customers in new product or service development, improving customer lifetime value and company reputation, and lowering the cost of service, to name a few (Acker et al., 2011; Küpper, Lehmkuhl, Wittkuhn, Wieneke and Jung, 2015; Sarner et al., 2011; Sigala, 2011; Trainor et al., 2014; Verhoef, Reinartz, and Krafft, 2010; Woodcock, Green and Starkey, 2011; .
Besides the plethora of benefits, there are also some challenges that social CRM brings. First, the organization needs to identify their business needs and upon that find the most appropriate technology to support them (Kietzmann, Hermkens, McCarthy & Silvestre, 2011) . The organization also needs to set a proper social CRM strategy as well as to move beyond social marketing and exploit opportunities offered by sales, customer service and digital commerce (Sussin, 2015) .
Furthermore, the organization needs to know how to engage in conversation with customers online; ideally the employees should be educated in public relations and customer service (Sigala, 2011) . Another issue is a lack of control, because the conversation is carried out via social media which is not a property of the organization, but the property of the social media provider as well as everyone involved in the conversation (Kietzmann et al., 2011) . Last but not least, organizations are confronted with a challenge on how to measure the performance (Woodcock et al., 2011) .
According to Kiron, Palmer, Nguyen Phillips and Berkman (2013) , some organizations still consider social business to be an application or tool. Other organizations strive to develop more mature social business capabilities by focusing on key business challenges. They attempt to integrate social business into strategy and operations, and to use it in daily decision making. However, progress is slow (Kiron et al., 2013) . To move beyond the marketing department, organizations need be aware of all the opportunities that social media brings, especially for the sales and customer service departments, where social media have great potential (Kiron et al., 2013) . Furthermore, organizations need to be aware of factors and outcomes that the broader exploitation of social media in the context of CRM brings. This will help them overcome the barriers they are facing and help them better understand customers' needs, provide better tailored product and services, improve continuous interaction with customers, etc.
Even though the growing body of research on social CRM has become apparent, there are still areas that require further research that will contribute to the growing knowledge base. In this paper, we aim to provide insights into the latest research done in the field of social CRM adoption. The purpose of this paper is to identify areas of concern regarding social CRM adoption as well as its influence on performance outcomes. The findings will serve as the foundation for further research. The paper is organized as follows. In the next section, we present existing literature reviews on social CRM and clarify the addressed issues. In the third section, we present a methodology on how the papers were selected. In the fourth section, we discuss the findings of the review while in the last section, the conclusion and further research directions are presented.
Previous literature reviews in social CRM
In this section, the existing literature reviews in the field of social CRM are presented. The overview of social CRM literature review publications is presented in Table 1 . The first review on CRM with a key focus on the multiplicity of the channels that mentioned social CRM was published by Awasthi and Sangle in 2012. The purpose of this paper was to provide insights on the adoption of CRM technology, including the CRM in the context of the multichannel environment, based on literature published between 2006 and 2010. The publications were categorized under four main themes based on the main channel of CRM implementation: CRM, multichannel CRM, eCRM, and mCRM. The authors concluded that the focus on CRM with strategic alignment at various levels was the primary concern. They also argue that the empirical support for the technical and nontechnical issues regarding the CRM in multichannel environments needs to be provided.
The first review that was specifically focused on social CRM was presented in a Malaysian Conference on Information Systems in 2013 by . This review was focused on the comparison between two types of literature (i.e. scholars' and practitioners') and the identification of future research agendas. The authors concluded that these two types of literature had both general conceptual similarities and differences. The general agreement between them is that social CRM is an extension of traditional CRM and is aimed at "customer engagement". Regarding the differences, the scholarly literature is focused on the specific issues related to the theoretical concept of social CRM, while the practitioner literature pays more attention to how to respond to new challenges and which new opportunities are offered by the emergence of social CRM.
Another literature review was presented at the 26 th Bled eConference by Lehmkuhl and Jung (2013) . This study presented a review of the most current scholarly literature to provide a comprehensive overview of the current social CRM knowledge base and provide further research directions. The publications were set into four categories with different emphasis on designing social CRM systems or components thereof, including organizational factors, processes, relationship lifecycle, and social CRM framework. While social CRM is a rather new concept, the authors included all publications until August 2012. They concluded that scholarly publications on social CRM are still limited and suggest that future research should empirically explore factors and outcomes of social CRM adoption.
The last review addressing social CRM is published by Küpper, Jung, Lehmkuhl, Walther and Wieneke (2014) . The review is focused on performance measures for social CRM. The publications were discussed under four categories of performance measurement systems: infrastructure, process, customer, and organizational performance. The study concluded with suggestions for further research directions toward a preliminary social CRM performance measurement model development.
It can be observed that none of the literature reviews have a key focus on the factors and outcomes of social CRM adoption. Even though some issues have already been addressed by Lehmkuhl and Jung (2013) , whose main theme was focused towards organizational approaches to designing social CRM systems, and by Küpper et al. (2014) , whose main theme was focused on performance measures for social CRM, they did not provide a holistic view of the factors and outcomes of social CRM adoption. Additionally, due to the appearance of new papers in recent years, there is a paucity of literature reviews on the developments occurring in recent years. To fill these gaps, this paper reviews literature in social CRM with a particular emphasis on the factors and outcomes of social CRM adoption.
Research methodology
In this section, the review scope and selection of papers are presented. Since social CRM is an interdisciplinary topic, relevant articles are published across different disciplines. Furthermore, while social CRM is a relatively new phenomenon, most of the contemporary research is published in conference proceedings. Therefore, publications of interest include scholarly journal papers from information systems and marketing disciplines as well as conference proceedings from the abovementioned disciplines. To provide a comprehensive bibliography of the academic literature on social CRM, the following available online journal databases were searched: EBSCOhost, ProQuest, Web of Science and Scopus. To ensure the quality of the conference papers we focused only on a few well established (traditional) conferences in the fields of information systems (International Conference on Information Systems (ICIS), European Conference on Information Systems (ECIS), Americas Conference on Information Systems (AMCIS), Hawaii International Conference on System Science (HICSS) and Bled eConference), and marketing (American Marketing Association (AMA) and European Marketing Academy (EMAC)). Those conferences were chosen because they were also selected in several other literature reviews on CRM (e.g. Awasthi & Sangle, 2012; Küpper, Jung, Lehmkuhl, Walther and Wieneke, 2014b; Paulissen, Milis, Brengman, Fjermestad and Romano, Jr., 2007) . Furthermore, Awasthi & Sangle (2012) In this literature review, we focused on the research outcomes and theories applied in the analyzed papers. The goal was to summarize and identify central issues, in an attempt to provide a neutral perspective that involves exposing many sides to an issue. The findings and conclusions of the review are conceptually arranged, which means that results with similar concepts were grouped together (Cooper, 1988) .
The considered time span of published publications was 2010 to 2015 due to the recent popularity of the topic in academia and practice. The initial keyword search for papers was performed in June 2015. Due to the focus on the entire chain of social CRM adoption constituted by adoption factors, the extent of adoption and performance outcomes, we searched for papers containing the following keywords:
• (a) "Social CRM" or "SCRM" or "CRM 2.0" or "social customer relationship management" or ("social media" and "CRM") or ("social media" and "customer relationship management") or ("web 2.0" and "CRM") or ("web 2.0" and "customer relationship management") and "adoption". • (b) Social CRM" or "SCRM" or "CRM 2.0" or "social customer relationship management" or ("social media" and "CRM") or ("social media" and "customer relationship management") or ("web 2.0" and "CRM") or ("web 2.0" and "customer relationship management") and "performance".
The search results are summarized in Table 2 . The number in brackets represents the number of articles found in the respective database using the specific search keyword. Then duplicated entries from the obtained lists were removed and non-relevant papers eliminated from any further investigation. The articles were further evaluated by reading the title, abstract, and introduction. The numbers marked in bold represent the number of articles that were identified relevant to our investigate topic. While some proceedings of the aforementioned conferences are not indexed in the journal databases (for instance, the Bled eConference proceeding for 2014 are still in the process 
Total net hits 31 Table 2 : Results of the qualitatively assessed identified papers of being indexed), we also searched through conference proceeding manually. The manual search identified four additional relevant papers. We also reviewed other work of the authors from the obtained list of relevant papers as well as citations of the papers (Levy & Ellis, 2006) . This so-called backward search yields nine additional relevant papers. The remaining 31 articles were further examined to determine the main findings and identify further research directions.
Findings from literature review
In this study CRM is defined as an integrated approach that seeks to understand the customer, and the focus is on customer relationship development and customer retention (Chen & Popovich, 2003) . CRM is a complex strategy rather than merely an integration of new information technology (Piskar & Faganel, 2009 ). Drawing on the observation from Damanpour and Schneider (2008) that innovation is not truly adopted until "it has actually been put into use in the adopting organization" (p. 497), this study understands social CRM adoption as the actual use of social media in the context of CRM.
This was also taken into consideration during the process of the literature review. The review points out that emphasis is placed on the issues regarding the theoretical concept of social CRM, usually building a framework or a model on what has already been discovered in prior research. Researchers link their conceptual models with existing theories, such as the Technology Acceptance Model (TAM) (Askool & Nakata, 2011) , the Technology-Organization-Environment Framework (TOE) (Askool & Nakata, 2012) , the Resource-Based View (RBV) and the Dynamic Capabilities Theory, which is the extension of RBV and usually used together with it (Trainor et al., 2014) .
As already mentioned, this study focuses on the entire chain of social CRM adoption constituted by adoption factors, the extent of adoption, and performance outcomes. We will start with the findings in regards to the extent of adoption (adoption intensity) and continue with the adoption factors and performance outcomes.
Extent of social CRM adoption
While social media adds another layer of complexity to CRM practice (Verhoef et al., 2010) customer management (CM, researchers are recognizing that directing their research simply on a binary measure (adopt or not adopt) is inadequate. Therefore, they are exploring how to measure the extent of social CRM adoption or in, other words, the actual use of social CRM. Many of them are relying on prior research, especially those studies that focus on CRM capabilities and CRM processes (e.g. information relational processes, customer-facing processes), and adding the specifics of social media (e.g. customer engagement). The review of the existing literature points out that many researchers built their conceptual understandings of social CRM on the RBV theory in combination with the dynamic capabilities perspective or the equity theory (Choudhury & Harrigan, 2014; Harrigan, Soutar, Choudhury and Lowe, 2015; Trainor et al., 2014; Trainor, 2012) .
For instance, the paper from Trainor (2012) presents a conceptual framework that extends a traditional CRM with the integration of social media technologies and suggests how this integration can influence organizational performance. Trainor et al. (2014) tried to follow the challenges identified by Trainor (2012) . This paper provides conceptualization and measurement of social CRM capabilities.
A slightly different approach to the social CRM model is presented by Choudhury and Harrigan (2014) and Harrigan et al. (2015) . The paper of Choudhury and Harrigan (2014) builds on a previous CRM model proposed by Jayachandran, Sharma, Kaufman, and Raman (2005) , adopting RBV theory and the equity theory. They adopted the constructs from previous studies on CRM and included a new construct of customer engagement initiatives that indicate how business and customers interact through social media technologies. Harrigan et al. (2015) followed the study from Choudhury and Harrigan (2014) . The changes in the previously mentioned model were made according to the findings. However, not all links proposed in the model were supported.
Furthermore, Rodriguez, Ajjan and Peterson (2014) argue that the effective utilization of CRM and social media starts with understanding customer processes. CRM processes at the customer-facing level are usually defined as a systematic process to manage customer relationships as they move from relationship building to relationship termination (Reinartz, Krafft and Hoyer, 2004) . Sigala (2011) exploited social CRM practices during the lifecycle phases (acquisition, retention, expansion, and win back). Malthouse, Haenlein, Skiera, Wege and Zhang (2013) , in contrast, introduced framework, called the "social CRM house", discussing not only how social media engagement affects acquisition, retention, and termination (differentiating high and low customer engagement) but also supporting business areas (i.e. people, IT, performance evaluation, metrics, and strategy). Creating deep connections with customers throughout the customer engagement cycle (i.e. connection, interaction, satisfaction, retention, commitment, advocacy, engagement) introduced by Sashi (2012) is a new approach that is perceived as being relevant for social CRM. The findings of the identified papers are summarized in Table 3 .
Overall, several studies attempted to capture the extent of social CRM adoption within organizations. Based on the findings, we can conclude that the adopted constructs from previous CRM studies still need improvements. This means that more specifics of social media should be added to existing measurement approaches and some existing measures accordingly reformulated. Additionally, more emphasis should be given towards the empirical investigation of the proposed concepts.
Author
Findings (Sigala, 2011) Exploitation of Social CRM practices through customer life cycle phases (acquisition, retention, expansion, win back) seems to be a good approach. Still, in order to verify and enrich the study's framework, a large and more diversified sample should be used. (Sashi, 2012) Deep connections with customers can be created through the customer engagement cycle (connection, interaction, satisfaction, retention, commitment, advocacy, engagement). While this is the first attempt to identify the stages of the customer engagement cycle, further research to better understand each lifecycle stage is needed. (Trainor, 2012) CRM-related capabilities can be developed through the deployment of IT and complementary resources: relational information processing, customer linking and marketing sensing, collaborative service and support, social selling and social support. This conceptual model can serve as a starting point for further research in this area.
( Malthouse et al., 2013) Social media engagement can be measured through customer lifecycle phases (acquisition, retention, termination). (Trainor et al., 2014) For the social CRM capability the organization-wide system for acquiring, disseminating and responding to customer information proposed by Srinivasan & Moorman (2005) is adopted. While the adopted construct does not include all the important specifics of social media, a measure that will cover this anomaly should be added. Furthermore, differences between B2B and B2C businesses should be taken into account. (Choudhury & Harrigan, 2014) The combination of the adopted construct of relational information processes proposed by Jayachandran et al. (2005) and a new construct of customer engagement initiatives provides additional insights on how business and customers interact through social media. While it was observed that the customer engagement initiatives do not influence performance, but relational information processes do, the interrelationships between customer engagement and relational information processes should be investigated. (Rodriguez et al., 2014) The real value of customer-oriented technologies lies in the way customer orientation processes use the information provided by the platforms (such as CRM and social media) to enhance the customer's experience. (Harrigan et al., 2015) The construct proposed by Choudhury and Harrigan (2014) was slightly changed. Surprisingly this study revealed that there is no direct link between relational information processes and customer relationship performance. Therefore, further investigation of the relational information processes construct is needed. 
Factors influencing social CRM adoption
To identify factors that influence social CRM adoption, some researchers linked their models with the existing theories, including TAM (Askool & Nakata, 2011) , TOE (Askool & Nakata, 2012) and the Dynamic Capabilities theory (Harrigan & Miles, 2014) . Askool and Nakata (2011) used TAM as a starting point for building their conceptual model, identifying customers as well as organizational factors that influence social CRM adoption. In 2012 they conducted new research in which they studied enterprise social CRM adoption (Askool & Nakata, 2012) . They used the TOE framework to predict organizations' adoption intention. They used semi-structured interviews and identified several differences between the results of the study and other literature in the field of information systems (i.e. technological and knowledgeable IT staff are not core factors of social CRM adoption; customers were not considered to be the main driver to adopt social CRM).
They propose that further research should extend the model with other factors (i.e. relative advantage, complexity, compatibility, top management support, inter-organizational networks, organizational innovativeness), followed by in-depth analysis of social CRM influence on both customer and organizations. Harrigan and Miles (2014) used the Dynamic capabilities theory in order to investigate factors that influence social CRM activities of SMEs. They found that online communities are presenting the biggest shift from eCRM to social CRM. This factor describes how the importance of customer engagement in online communities drives SMEs to manage and use online communities in CRM.
There are also some studies in which researchers did not provide a direct link to the existing theories. Woodcock et al. (2011) for instance present a checklist that can be helpful for organizations that are planning to integrate social CRM with their existing way of how they mana-
Factors
Authors Description
Information technology infrastructure (Malthouse et al., 2013; Woodcock et al., 2011) IT architecture seems to be crucial because SM tools need to be integrated with traditional CRM systems in order to obtain a full picture of customer's behavior.
Employee skills (Askool & Nakata, 2012; Malthouse et al., 2013; Sigala, 2011; Woodcock et al., 2011) Availability of sufficiently skilled experts proves to be a major challenge towards adoption.
Organizational culture (Harrigan & Miles, 2014; Malthouse et al., 2013; Woodcock et al., 2011) A company culture needs to encourage employees to actively participate and engage in social media that can influence adoption.
Perceived benefits (Askool & Nakata, 2012; Malthouse et al., 2013; Sigala, 2011; Woodcock et al., 2011) The appropriate metrics for measuring and managing the social value of customers influence the perception of the perceived benefits and consequently influence on adoption.
Management support (Askool & Nakata, 2012; Woodcock et al., 2011) The top management encouragement towards the use of social media seems to have a great influence the adoption.
Social CRM strategy (Malthouse et al., 2013; Sigala, 2011; Woodcock et al., 2011) An organization should determine its social CRM strategy according to the level of customer engagement.
This includes evolving social CRM policies and guidelines that can influence adoption.
Table 4: The factors considered in previous studies
ge customers' relationship. The management support has been identified as a very important along with building and retaining the skilled employees in this area, evolving working culture, evolving social CRM policies and guidelines, changing the nature of measurement and evaluation and development of right IT and data architecture. A similar set of factors was also identified by Sigala (2011) and Malthouse et al. (2013) . Table 4 presents factors that several researchers considered as important when adopting social CRM.
As already mentioned, the researchers used quite a few factors that had been already identified as important in previous studies on CRM adoption. Fewer studies identified new factors that are perceive relevant only for the social CRM adoption (e.g. social CRM strategy, online communities). We can conclude that the factors that have proven to have an impact on the adoption of CRM are also considered important in the context of social CRM adoption. Because the above-mentioned studies are mainly of a conceptual nature or the results are based on interviews the importance or relevance of factors should be verified on a larger sample. Additionally more emphasis should be given to how these factors influence the extent of social CRM adoption.
Impacts of social CRM adoption on performance outcomes
As already noted in the extent of social CRM adoption section some researchers linked social CRM with performance outcomes to provide evidences on how social CRM can deliver benefits for organizations as well as for customers (Baird & Parasnis, 2011; Choudhury & Harrigan, 2014; Harrigan et al., 2015; Rodriguez et al., 2014; Trainor et al., 2014; Trainor, 2012; Woodcock et al., 2011) . Furthermore, researchers also argue that there is a need to identify appropriate performance outcomes for social CRM (e.g. Harrigan et al., 2015; Michaelidou, Siamagka and Christodoulides, 2011; Sigala, 2011) .
Greenberg, the author of the most frequently cited social CRM definition, was also one of the first who posit the question regarding how to measure social CRM performance outcomes. In his paper Greenberg, 2010) , he discussed how the nature of consumers' web activity is changing organizations' performance measurement approaches. He notices that the influence of social CRM on performance outcomes cannot be measured merely by traditional quantitative measures, but it also requires new measures that "can be used to measure the emotional tone and influence of the conversations in the ether that are going on outside the corporate firewalls" (Greenberg, 2010, p. 417) .
According to Verhoef, Reinartz and Krafft (2010) there are several performance outcomes of traditional CRM, including customer retention, customer lifetime value/customer equity and new product performance that can also be related to social CRM. Furthermore Sigala (2011) , who studied the usage and readiness of Greek tourism organizations for social CRM, proposed further research that will assess the effectiveness of social CRM practices. The author suggests examining the impact of social CRM practices on performance outcomes, including customer loyalty, customer profitability and sales data, quality levels, and company reputation. Similarly Malthouse et al. (2013) suggested performance evaluation and providing guidelines for developing KPIs to measure the performance of each component of the framework they proposed (CRM house) including performance outcomes.
Studies that used the RBV theory in combination with the dynamic capabilities perspective or the equity theory made some progress and empirically tested the impact of social CRM on customer relationship performance.
While Trainor et al. (2014) found that social CRM capabilities have a positive influence on customer relationship performance (customer satisfaction and customer loyalty), Choudhury and Harrigan (2014) did not support the link between customer engagement initiatives and customer relationship performance (environmental dynamism and competitive intensity).
However, they found a link between relational information processes and customer relationship performance. Therefore, their study illustrates the fact that social CRM through a range of processes and relationships can improve customer relationship performance. Surprisingly, Harrigan et al. (2015) did not support the link between relational information processes and customer relationship performance (customer satisfaction and customer loyalty). These authors emphasized doubts about appropriate performance measures taken and suggested the development of more comprehensive social CRM performance measures.
Evidently, there is a need for more a comprehensive social CRM performance model. One of the latest attempts toward such a model is proposed by Wittkuhn et al. (2015) and . The latter investigated the relationship between four social CRM performance dimensions: infrastructure performance, process performance, customer performance and organizational performance. This approach provides us with deeper insights into social CRM performance within a company. Furthermore, they propose the extension of their social CRM performance model to investigate, for example, the impact of social CRM use on performance outcomes. Overall, the above-mentioned researchers identified the impact of social CRM adoption on several performance outcomes, usually referring to the dimensions of customer relationship performance (e.g. customer loyalty) and organizational performance (e.g. customer lifetime value). Taking into consideration those two performance dimensions, the following performance outcomes were considered as important by several researchers (Table 5) .
Researchers are mainly relying on performance outcomes that were already identified in traditional CRM studies. Furthermore, researchers commonly pointed out one performance outcome that is specifically relevant for social CRM: peer-to-peer communication. To conclude, we have noticed the increase of papers that attempt to identify more appropriate performance outcomes for social CRM in the last two years. Nevertheless, the researchers that empirically explored the impact of social CRM on performance outcomes suggest further research in this context.
Conclusion and further research directions
This study aims to conduct a literature review on social CRM adoption with particular emphasis on factors and performance outcomes based on recently published papers in journals and conferences between 2010 and 2015. We reviewed 31 articles and classified our findings in three categories: the extent of social CRM adoption, the factors influencing social CRM adoption, and the impact of social CRM adoption on performance outcomes. With this categorization, we tried to capture the entire chain of social CRM adoption.
Our observations have confirmed that many researchers proposed social CRM models based on existing theories and concepts of traditional CRM. Those who empirically explored the proposed social CRM models also suggest further adjustments/extensions of their models. Furthermore, despite the increase of publications on social CRM adoption, the analyzed publications are still mainly of a conceptual nature. Therefore, the systematic and empirical examination of factors that influence social CRM adoption and its implications for performance outcomes is needed. Additionally, more emphasis should be given on how social media extent traditional CRM. Finally, the findings from existing social CRM models should be integrated into a comprehensive social CRM model that will capture the entire chain of social CRM adoption. This will give an overview of the entire social CRM adoption situation.
This literature review on social CRM in the selected period (since 2010) might have been affected by some limitations. First, even though a variety of journals and several renowned conferences in the field of information systems and marketing were considered in this study, it may happen that this topic had also been covered in other journals and conferences. Furthermore, as this study was
Performance outcomes Authors Description
Customer loyalty (Greenberg, 2010; Küpper et al., 2015; Sigala, 2011; Trainor et al., 2014; Woodcock et al., 2011) Development of a strong customer relationship positively influences customer loyalty.
New product performance Trainor et al., 2014; Verhoef et al., 2010; Woodcock et al., 2011) The continuous development of new products is an important source of competitive advantage. The alignment of new products with customer needs through company employees who manage customer relationships is, therefore, crucial.
Customer lifetime value Verhoef et al., 2010; Woodcock et al., 2011) Proper customer engagement can improve net profit contribution of the customer to the organization over time.
Company reputation Sigala, 2011; Woodcock et al., 2011) Effectively addressing customer' needs can influence positive word-of-mouth and improve company reputation.
Peer-to-peer communication (Greenberg, 2010; Küpper et al., 2015; Trainor et al., 2014) Proper customer encouragement can enhance and simplify the exchange of information between customers. 
